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Basic Image Study - April Update 

The following briefly outlines a few key measures from the Basic Image Study updated 
through April. The data have not substantially changed with the addition of March and 
April. Basic still has stronger penetration (i.e. awareness and usage) than GPC in their 
respective developed markets and in Seattle/Portland, where both brands are highly 
developed. Basic continues to have a more positive image in its developed markets relative 
to GPC's image in its devebped markets. In Seattle/Portand, GPC has a stronger, more 
defmed image than Basic. 

Basic/GFC Developed Markets 
Penetration Measures 

Awareness of Basic remains higher than GPC on both an unaided and aided basis. 

Similarly, advertising awareness for Basic also remained higher than for GPC. 

Previously, Basic had sponger past month usage and share of smokers, past month usage 
and share are now comparable for Basic and GPC. .And Basic is still perceived to have a 
higher quality. 

Brand Attributes/Imagerv 

Basic retained its more positive image relative to GPC with the exception of low cost 
Basic's user imagery is still considerably more positive than GPC s in its developed 
markets. 

Seattle/P_aillaad 

Penetration Measures 

Penetration of both GPC and Basic in Seattle and Portland remains at about the same levels 
as observed previously. Among those aware of both brands, the quality is perceived to be 
equal. However, among past month smokers of each brand, Basic is perceived to have a 
higher quality than GPC. 

Brand Anrihutes/Tmagerv 

GPC' s stronger price/vaiue image and positive product attribute perceptions remained 
unchanged. Basic's strength continues to be its frequency of premium offerings. Smokers 
perceive Basic smokers to be less price-conscious and individualistic than GPC smokers. 

Purchase Dynamics 

Basic smokers arc still more susceptible to special offers, more apt to pay attention to in 
store activity, look for merchandise or specif offers and use coupons for both their regular 
brand and other brands. Smokers of both brands are likely to pay anention to coupons and 


price deals. 
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